Introduction
Since the 1940s, audiences have accepted and assimilated the powers and exploits of television characters. As early as 1941 President Roosevelt transferred his fireside radio chats to the visual medium of television. In the same year the Federal Communications Commission began to expand beyond the existent 5,000 television sets to make home television viewing as common as radio (DeFleur, 1966) .
Early television characters such as Red Skelton, Dick Gregory, and Gale Storm, as well as Superman, Wonder Woman, and Fat Albert, began to regularly supply television audiences with knowledge about behavioral models that many viewers continue to mimic today. The notion that television characters do influence viewer behaviors was postulated through The Cultural Norms Theory. The theory states that the medium provides a "definition of a situation" which the actor believes to be real. This definition provides guides for action which appear to be approved and supported by society (DeFleur, 1966, p. 
130).
Television's use of advanced technical and production techniques developed in the 1960s and 1970s now creates the appearance of verisimilitude in all types of characters. Content differences in contemporary television, bringing a greater variety of formats, a greater variety of characters, and fuller character development, have grown out of audience studies that indicate a desire for verisimilitude. Apart from their general similarities of ethnicity, occupation, sex, and age, however, research indicates that TV characters are routinely and significantly different from their real life counterparts (Greenberg, Simmons, Hogan, and Atkin, 1980, p. 35 
Television and the Audience
For unsuspecting viewers television is a comparative norm against which they gauge their lives and the lives of others. Cross (1974) states:
. only two percent of the American population is without television (Nielsen, 1985) . The medium's programming crosses nearly every social, political, and economic population barrier in the country.
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leading some experts to call television the common denominator for shared experiences (C harren and Sandler, 1983) . A once popular notion that television only influenced the lower socioeconomic strata of the population has been supplanted. There is considerable evidence that America's professionals and educated elite watch the same situation comedies and action adventures as their blue collar counterparts (Wilensky, 1964) . Says one of television's critics, "America's media managers create, process, refine, and preside over the circulation of images and information which determine our beliefs and attitudes and, ultimately our behavior" (Schiller, 1973 p. 1) . To regard television passively or as a mere source of entertainment is to underestimate its impact on the viewer.
The Artist and Television
It has been suggested by Lanier (1968 ), Feldman (1982 Commercial programs using an entertainment format are more likely to present the character of the artist with a greater breadth of emotive hues than non-commerical formats (Lanier, 1968, p. 2) . The majority of characters to be examined in prime time network programs in this research may be portrayed in primary, secondary, or referential roles. Marilyn Zurmuehlen Working Papers in Art Education, Vol. 6 [1987] 
Method
The research method in this study is an application of the concept of "artistic criticism" as identified by Hospers (1982) .
Hospers divides artistic criticism into two major types, 
